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The primary purpose of this research is to investigate and examine 
the effect of Shared Value Quality and Communication Quality on 
 Customer Loyalty through Trust, and to propose an empirical model to 
 investigate such relationships. A total of 100 customers of Syari’ah BNI 
 Bank of Semarang completed questionnaires on Shared Value Quality, 
 Communication Quality, Trust, and Customer Loyalty. Results from 
 SmartPLS 3.0 based on structural equation modeling confirmed that 
 Shared Value Quality and Communication Quality were positively 
 related to Trust and Customer Loyalty; furthermore Trust was related 
 to Customer Loyalty. 
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INTRODUCTION 
Globalization and the growth of technological developments 
have spurred a new era of the emergence of e-commerce (Ibrahim et 
al., 2013). The term ‘online banking’ associated with internet banking 
or electronic banking has been defined appropriately as automated 
delivery of new and traditional banking products directly to customers 
through online and interactive communication channels (Mobarek, 
2009). Online banking provides convenient facilities to financial 
institutions, customers, individuals and business entities in accessing 
their accounts and for engaging in business transactions and enabling 
account holders to obtain information about funding products as well 
as financing and other financial services through the network intranet 
and extranet (Singhal and Padhmanabhan, 2008). 
Consumers can also conduct online banking transactions using 
ATM (Automatic Teller Machine), SMS banking (Short Mesagges 
System), Phone Banking, Internet banking and Mobile banking. Due 
to online banking facilities, customers can make many transactions 
such as customer service requests, transfer funds from one account to 
another, loan applications, open new accounts, and transactions between 
third party accounts. With rapid changes and advances in information 
technology (Talukder, 2014), online banking introduces new methods 
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and systems for banking institutions providing their services to potential customers (Mobarek, 
2009). By using the online facility, the customer can do many transactions such as balance 
inquiry, conduct account mutation check, print a bank statement, transfer funds between 
accounts in same bank, interbank, clearing, RTGS, check phone bill, electricity, credit purchase, 
online accounts, loan simulations, and so on. 
Although e-banking services can improve bank efficiency and competitiveness, the 
implementation of e-banking in Syari’ah BNI Bank is not maximal yet because it raises the 
risk of higher cost implementation. Therefore, Syari’ah BNI Bank needs to know whether it  is 
really ready to implement e-banking, and banks that want to offer services electronically must 
first ensure that all necessary infrastructure, labor and banking functions are available and work 
with efficiency. Thus, there is a need for Syari’ah BNI banks to assess their readiness to offer 
e-banking services to their customers thereby encouraging the emergence of customer loyalty. 
 
REVIEW OF LITERATURE 
Costomer Loyalty 
Bennet and Rundle-Thiele (2002) describe loyalty as a customer’s intention to a 
company as a function of psychological processes. Shergill and Li (2005) define loyalty as the 
intention of consumers to re-use internet banking based on their experiences and expectations 
in the past. According to Dharmmesta (1999), the stages of loyalty are divided into 4, namely: 
1. Cognitive loyalty, where consumers use information bases that forcefully refers to one 
brand over other brands. Its loyalty is based on consumer confidence in the information 
base reflected by brand quality. This first stage loyalty is not a form of strong loyalty. 
2. Affective loyalty, namely consumer attitudes that are driven by satisfaction and 
consumer preferences. Loyalty stage is much more difficult to change because this 
loyalty has entered the minds of consumers as an attitude. This loyalty stage is reflected 
by the level of liking and level of customer satisfaction. 
3. Conative loyalty, is loyal consumer conditions that are influenced by the intention to 
do something, which includes the intention or high commitment to make a purchase. 
Commitment at this stage has gone beyond affective loyalty. Intention to repurchase 
may be regarded as an early sign of loyalty. 
4. Action loyalty is the stage where the connective aspect or intention to perform has been 
developed, i.e. converted into behavior or action. 
If internet banking users trust internet banking services provided by a bank, the internet 
banking user has the intention to maintain their relationship with internet banking. The intention 
to maintain the relationship between internet banking users and internet banking provided by 
a bank is represented in the form of loyalty using the internet banking service. This is also 
supported by studies by Shergill and Li (2005); and Ribbink et. al.(2004). 
 
Trust  
Trust is a dynamic and multi-interpretative concept (Dimitriadis et al., 2011). In the 
context of syari’ah banking, trust is defined as the moral obligation of every individual in 
carrying out his duties in society. Islam places the highest emphasis on trust and regards it as 
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a compulsory personality trait (Iqbal and Mirakhor, 2007). Therefore, the basic philosophy of 
the trust dimension in the syari’ah banking system can be seen as a symbol of trust, honesty, 
equality, equality between people, and the moral values set to enhance business relationships 
between banks and customers (Sauer, 2002). 
Trust in the service industry is defined as the customer’s belief that the service provider 
is capable of meeting the expected needs. Trust plays an important role in forming lasting 
customer relationships. Morgan and Hunt (1994) conceptualize that trust exists when one  
side has a belief in the reliability and integrity of the other partner. Customer trust plays an 
important role in the individual’s intention to build a long-term relationship with a particular 
brand, service provider or product. 
 
SHARED VALUE QUALITY 
Shared values are values that convey the conception of the common good among 
people, expressed and disseminated through social interaction. The term shared value is closely 
related to the terms social values, socio-cultural values and plurality values that have been used 
to demonstrate concepts related to a sense of importance that transcend individual utility, and 
express multidimensionality values (Kenter et al., 2015). 
According to the shared value paradigm, for value creation in inter-organizational 
systems, firms must have a re sponsib i lity to harmonize thei r operations so as to promote 
economic prosp e rity and als o provid e value to the wider co m munity. By basing on this 
sustainable business, the search for short-term profits will be replaced by efforts to achieve 
long-term benefits for many people (Greenwood et al., 2011; Thornton et al., 2012). 
Other research by Shergill and Li (2005); Mukherjee and Nath (2003) have proven that 
shared value affects trust. In brand communities and value creation practices, people develop 
close relationships and illustrate the fascinating values of their long-term social interactions, 
which make them trust and love the brand (Zhou et al., 2011). Previous research has shown 
that loyalty is increasing as consumers feel that organizations consider their feelings and values 
(Arnold et al., 2001; Landry et al., 2005; Rasheed and Abadi, 2014). Based on the review of 
literature and empirical evidence, the hypotheses proposed in this research are: 
H1: The higher the shared value quality is, the more customer loyalty increases 
H2: The higher the shared value quality is, the more the trust increases 
In the literature reviewing the trust, researchers have stated that to create trust, business 
associations need to facilitate the achievement of perfect results by increasing the value of 
transactions and decreasing the cost of inter-organizational exchange transactions (Robson et 
al., 2008). Paparoidamis el al. (2017) proves that trust has a significant effect on customer 
loyalty. If a person trusts the other in an interpersonal relationship, he will depend on the other 
side and he will have a commitment in the relationship, where such a commitment will bring 
his intention to maintain the relationship (Darsono and Dharmmesta 2005). Based on this, the 
hypothesis proposed in this research is: 
H3: The higher the trust is, the more the customer loyality increases. 
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SHARED VALUE QUALITY 
According to Anderson and Narus (1990) cited by Maharsi (2006), communication can 
be defined as meaningful and timely sharing of information both officially and unofficially. 
Morgan and Hunt (1994) argue that past communications from others that are relevant, timely 
and reliable will increase trust. Trust is gained through openness in communications that 
specifically involve individual consumers and their relationships with banks (Mukherjee and 
Nath, 2003). According to Shergill and Li (2005), without using proper means of communicating, 
internet banking can not build a good relationship with its users. 
Shergill and Li’s research (2005); Mukherjee and Nath (2003); Morgan and Hunt 
(1994); Zehir et al. (2011) have proven that communication affects trust. Consistent brand 
communication has been found to play an important role in creating a positive brand attitude. 
The ability of brand names to evoke feelings like trust, confidence and the like suggests that 
brand names should not be ignored as a valid and useful way of communication in creating 
brand attitudes (Grace and O’Cass, 2005). Based on the review of literature and empirical 
research results from some previous researches, the empirical research model proposed in this 
study is as follows: 
 
Figure 1. Empirical Research Model 
 
RESEARCH METHOD 
This study uses explanatory research and data collection technique used in this study 
is by using a questionnaire. The type of questionnaire is the  closed one, where the answer  
has been predetermined and the respondent is not allowed to give another answer and then 
measured by using five likert scale. The sampling technique in this research uses purposive 
sampling so that 100 customers whose saving in Syari’ah BNI Bank, Branch of Semarang. 
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RESULT OF DATA ANALYSIS 
Validity Test 
Validity test is used to measure the validity of a questionnaire. A questionnaire is said to 
be valid if it is able to uncover something that will be measured by the questionnaire (Ghozali, 
2005). Validity test with SmartPLS 3 program is done by using convergent size and discriminant 
validity. Discriminant validity of the measurement model with reflective indicators is assessed 
based on outer loadings of measurements with constructs. The results of outer loadings of data 
processing using SmartPLS 3 are: 
Table 1. Outer Loadings 
 
X1.1 0,708907 
X1.2 0,832233 
X1.3 0,766696 
X2.1 0,791130 
X2.2 0,829837 
X2.3 0,830069 
Y1.1 0,634225 
Y1.2 0,822508 
Y1.3 0,831762 
Y2.1 0,582431 
Y2.2 0,748461 
Y2.3 0,634403 
 
Source: primary analyzed data, 2017 
 
From Table 1 it can be seen that the correlation of the construct of shared value quality, 
communication quality, trust, and customer loyalty with each indicator is higher above 0.5, so 
the constructs in the estimated model meet the criteria of discriminant validity. 
 
Reliability Test 
The reliability test is performed by looking at the composite reability value of the 
indicator block which measures the construct. The result of composite reability will show 
satisfactory value if above 0.7. Here is the composite reability value of the SmartPLS 3 output: 
Table 2. Composite Reliability 
 
 Composite Reliability 
Communication Quality 0,857729 
Customer Loyalty 0,694611 
Shared Value Quality 0,814001 
Trust 0,809884 
Source: Primary analyzed data, 2017  
 
Table 2 shows that the composite reability value for all constructs is above 0.7 indicating 
that all constructs in the estimated model meet the reliable ktiteria so that they can be used in 
the next research process. 
Communication Quality Customer Loyalty Shared Value Quality Trust 
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R-square 
Structural Model Testing (Inner Model) 
Inner model describes the relationship between latent variables based on the acquisition 
of output results from the model of load factor construction structure in the form of graph 
relationships between performance management variables, work attitude, and employee 
performance which can be seen in Figure 2 below: 
 
 
Figure 2. Structural Model before Moderation 
Table 3. R-square 
Shared Value Quality 
Communication Quality 
Trust 0,256215 
Customer Loyalty 0,750669 
Source: Primary analyzed data, 2017 
 
Based on Table 3 shows, it shows that the R-square value of the trust construct is equal 
to 0.2562 which means that shared value quality and communication quality are able to explain 
the variance trust of 25.62% and the rest (74.38%) influenced by other factors which are not 
examined in this research. Furthermore, the value of R-square is also found in the customer 
loyalty construct of 0.7507 which means that shared value quality, communication quality, and 
trust can explain the customer loyalty variance of 75.07% and the rest (24.93%) influenced by 
other factors which are not examined in this research. 
As for determining a hypothesis accepted or rejected, then the comparison between     
t statistic value and t table value with condition if t statistic > t table, hence hypothesis is 
accepted. For more details, it can be seen in Table 4 below: 
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Table 4. Path Coefficients before Moderation 
 
 Original 
Sample 
Sample 
Mean 
Standard 
Deviation 
Standard 
Error 
T Statistics 
Communication Quality  0,211813 0,210842 0,040760 0,040760 5,196532 
Customer Loyalty 
Communication Quality  Trust 
 
0,348519 
 
0,350979 
 
0,053652 
 
0,053652 
 
6,495946 
Shared Value Quality  0,385838 0,388697 0,044708 0,044708 8,630134 
Customer Loyalty 
Shared Value Quality  Trust 
 
0,230564 
 
0,227732 
 
0,051916 
 
0,051916 
 
4,441126 
Trust  Customer Loyalty 0,478601 0,477892 0,029064 0,029064 16,466930 
Source: Primary analyzed data, 2017 
 
HYPOTHESIS TESTING AND DISCUSSION 
Based on the correlation test between constructs in Tables 4 and 5, the hypotheses proposed in 
this study can be explained as follows: 
a) Effect of Shared Value Quality on Customer Loyalty 
The first hypothesis proposed in this study is “ The higher the shared value quality is, 
the more customer loyalty increases”. In Table 4:13 shows that the relationship between shared 
value quality with customer loyalty has a significant positive effect because the value of t 
statistic is greater than t table (t statistic 8.63> t table 1.66) at 5% significance level. Thus, the 
first hypothesis proposed in this research is that the higher the shared value quality is, the more 
customer loyalty increases is accepted. 
Values are the core idea that unites a community or organization. The quality of shared 
values among members of the organization minimizes the differences of interests between them 
and enhances the sense of interdependence with each other. Shared values are ideas, beliefs, and 
meanings accepted and adopted by an organization. The value conformity between individuals 
and their organizations will result in a positive outcome (Edwards and Cable, 2009). Customers 
and organizations of the same value tend to develop lasting relationships. The quality of shared 
values and beliefs provides a harmony of interests that eliminates the possibility of opportunistic 
behavior. Customers and managers share values that support their relational stability. The result 
of a quality shared value is the emergence of loyalty built on mutual interests. The quality  
of shared values between customers and managers also has the potential to affect intention  
in behaving (Zhang et al., 2014). Customers legitimize the existence of an event within the 
market. By integrating value conformity, it will help customers in strengthening the reasons for 
existence and loyalty. Customer accepts and approves existing goals and provides full support 
to the organization. Furthermore, customers who are emotionally tied to an organization are 
likely to re-transact and spread positive word-of-mouth words. 
 
b) The effect of Shared Value Quality on Trust 
The seco n d hypothe s is proposed in this research is “the higher the shared value 
quality i s, the more the trust increases”. Based on Table 4:13 shows that the relationship 
between shared value quality with trust is a significant positive effect because the value of t 
statistic is greater than t table (t statistic 4.44> t table 1.66) at 5% significance level. Thus, 
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the second hypothesis which states “the higher the shared value quality is, the more the trust 
increases” is accepted. 
Porter and Kramer (2011) underscores that the creation of quality shared values requires 
multiple actions, such as conceptualizing products and markets, redefining productivity and 
enabling the development of local clusters so as to focus on creating strong inter-organizational 
relationships. Shared values are able to resolve the polarization between profi t-taking and 
corporate social responsibility (Porter and Kramer, 2011). Organizations must therefore focus 
on quality shared values, whic h include economic and community values, or improv e the 
economic and social conditions of the communities in which they operate. Shared values are 
seen as one of the main predictors of trust. Shared values help and encourage trust and create a 
tendency for mutual trust (Brashear et al., 2003). Trust is very important to maintain and express 
the shared value created in the relationship of trust value. Shared values help to experience the 
highest trust and without any requirement (Mosavi and Ghaedi, 2012). 
 
c) Effect of Trust on Customer Loyalty 
The third hypothesis proposed in this study is “ The higher the trust is, the more the 
customer loyality increases”. Based on the results of path coefficient analysis in Table 4.13 
shows that the relationship between trust with customer loyality is a significant positive effect 
because the value of t statist ic is greater than t table (t statistic 16.47> t table 1.66) at 5% 
significance level. Thus, the third hypothesis in this study which states “ The higher the trust is, 
the more the customer loyality increases “ is also accepted. 
According to the theory of tru st, trust is a level of confidence in the reliability and 
integrity of partners who become partners in exchange. Pavlou and Fygenson (2006) expand this 
definition by conceptualizing trust as the extent to which customers believe that the company 
is performing well, ethically, legally and responsibly. Some experts suggest that feeling of 
trust leads to a positive impression of a company (Gefen et al., 2000; Pavlou and Fygenson, 
2006). Customers feel confident about the quality of a product or service when they trust the 
company and believe that a reliable company applies greater ethical and social responsibility. 
Such beliefs make customers buy back and reuse services or products from companies they 
trust. Trust can lead to lo n g-term loyalty and strengthen the relationship between the two 
variables (Singh and Sirdeshmukh, 2000). Trust leads to customer loyalty because trust creates 
a high value exchange relationship. One important consequence of trust is a lasting relationship 
(Flavian et al., 2006). 
 
d) Influence of Communication Quality to Trust 
The fourth hypothesis proposed in this study is “The better communication quality is, 
the more the trust increases”. Based on the results of path coefficient analysis in Table 4:13 
shows that the relationship between communication quality with trust has a significant positive 
effect because the value of t statistic is greater than t table (t statistic 6.49 > t table 1.66)        
at 5% significance level. Thus, the fourth hypothesis in this study which states “The better 
communication quality is, the more the trust increases” is also accepted. 
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Communication is an important segment of the entire business process. Communication 
behavior is related to sharing and exchanging information to improve organizational effectiveness 
(Tzafrir et al., 2004). The effectiveness of communication in the form of a meaningful and 
informal sharing of information both formal and informal between service providers and 
customers who have a sufficient level of sympathy with each other. Bennett and Barkensjo 
(2004) suggest that the quality of two-way communication should be increased frequently    
to encourage customer trust. Targeted communication also facilitates problem solving among 
the various parties, thereby increasing the likelihood of meeting the desired results by the 
customer. Yamaguchi (2009) views that communication can help transfer knowledge between 
parties. Effective communication leads to the development of trust and exchange of information 
needed, and creates trust in return. 
 
e) Influence of Communication Quality to Customer Loyalty 
The fifth hypothesis proposed in this research is “ The better communication quality 
is, the more customer loyality increases “. Based on the results of path coefficient analysis in 
Table 4:13 shows that the relationship between communication quality with customer loyality 
has a significant positive effect because the value of t statistic is greater than t table (t statistic 
5.19> t table 1.66) at 5% significance level. Thus, the fifth hypothesis in this study that states 
“ The better communication quality is, the more customer loyality increases” is also accepted. 
Communication is a social deed for transmitting a message to others and creating     
an understanding with an eloquent style. Communication aims to expose the customer to    
the brand, where the effect can be maximized in terms of higher awareness and memory, so 
that the customer will buy the brand with the highest memory; and to satisfy the customer    
to the optimum level. Quality brand communication is a key integral element in managing 
brand relationships with customers, employees, suppliers, media, government regulators, and 
the public. Quality brand communication aims to increase customer loyalty to the brand by 
making customers more attached to the brand and strengthening their relationship with the 
brand over time (Zehir et al., 2011). The results of this study prove that communication quality 
has a significant effect on customer loyality. These findings are supported by some previous 
researches (such as Grace and O’Cass, 2005; Low and Lamb, 2000; Musriha, 2012) that prove 
that communication quality has a significant positive effect on customer loyality. 
 
CONCLUSION 
This research can generally be concluded that customer loyalty and trust in Syari’ah BNI 
of Semarang Branch, Syariah Mandiri Bank of Semarang Branch, Syariah BRI of Semarang 
Branch can be strengthened and enhanced through shared value quality, and communication 
quality. Based on the hypothesis testing proposed by using Structural Equation Modeling 
(SEM) on the basis of SmartPLS 3 software, it can be concluded as follows: 
1. Shared value quality can significantly increase customer loyalty in Syari’ah BNI of 
Semarang Branch. This means that to improve customer loyalty, Syari’ah BNI of 
Semarang Branch needs to encourage shared value quality. 
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2. Shared value quality can significantly increase trust in Syari’ah BNI Bank of Semarang 
Branch. It means that trust in Syari’ah BNI of Semarang Branch can be improved and 
strengthened through shared value quality. 
3. Trust can increase customer loyality significantly in Syari’ah BNI of Semarang Branch. 
This means that trust becomes one of the main factors to encourage increased customer 
loyality. 
4. Communication quality can significantly increase trust in Syari’ah BNI of Semarang 
Branch, Syariah Mandiri Bank of Semarang Branch, Syari’ah BRI Semarang. It 
means that the implementation of targeted and quality communication in Syari’ah BNI 
of Semarang Branch, Syariah Mandiri Bank of Semarang Branch, Syariah BRI of 
Semarang Branch is able to encourage the increase trust. 
5. Communication quality can increase customer loyality significantly in Syari’ah BNI of 
Semarang Branch, Syariah Mandiri Bank of Semarang Branch, Syariah BRI Semarang. 
It means that to improve customer loyality in Syari’ah BNI of Semarang Branch, 
Syariah Mandiri Bank of Semarang Branch, Syariah BRI of Semarang Branch should 
instill and uphold communication quality. 
 
MANAGERIAL IMPLICATIONS 
The results of this study have implications on managerial policy as follows: 
1. With regard to shared value quality variable, the organization must ensure security in 
every transaction so as to create confidentiality and calmness in the minds of customers. 
2. With regard to communication quality variable, organizations should facilitate the 
attitude of speed of response so as to know and handle every customer’s complaints 
and desires. 
3. Related to variable trust, organization must improve reputation and perceived risk in 
order to make it more interesting and encourage customers to do transaction in Syari’ah 
BNI of Semarang Branch, Syariah Mandiri Bank of Semarang Branch, and Syariah 
BRI of Semarang Branch. 
4. Related to customer loyalty variable, organization should encourage in facilitating good 
services so that customers can do repeat purchases. 
 
LIMITATIONS OF RESEARCH 
There are several things to note regarding the limitations in this study, including (1)  
all construct variables used in this study are measured only on the responses of the same 
respondents, where such measurement practices have the potential to cause bias. (2) The 
number of samples of this study is too little that only involves 100 respondents so that research 
results are difficult to generalize. Future research needs to be developed in a wider scope by 
comparing existing customer loyalty to domestic banks and private banks, and taking into 
account for demographic factors (such as education, age, gender, income, etc.) and adding 
other variables which are expected to increase customer loyalty, such as customer motives, 
value perception, brand engagement and social commerce. 
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